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(Chen   and   Chang,   2013).   Many   consumers   are   interested   in   consuming 
environmentally   less   detrimental   goods.   This   has   created   a   market   for 
environmentally friendly products and services (Chekima et a. 2015), and also the 
need  for  green  marketing.  The  “green   trend”  has  become a  phenomenon  in   the 
marketplace,  as companies have begun to answer  to  the demand of   the market. 









issues.  Almost  93% of   the  companies  see  responsible  business  actions   towards 
environmental  and social  issues as an emerging competitive advantage, and 65% 
see the actions and prevention of climate change as a business opportunity for their 








corporate   image   for   the   consumers   and   society   (Lyon   and   Maxwell,   2011). 
Greenwashing is problematic, because deceiving consumers about the company’s 











Chen  &  Chang   (2013)   studied   the   effects   of   greenwashing   on  green   consumer 




that   do   not   have   sufficient   proof   or   have   ambiguous   information,  which   in   turn 
decreases their trust towards the product in question. 























RO1:   Investigating   the   impact   of   greenwashing   on   green   trust,   green 
consumer confusion, and green risk.







To   consider   the   phenomenon   of   greenwashing,   should   the   definition   of   green 
marketing first be discussed. Green marketing, also referred to as eco-marketing, 
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goal  of  green marketing among other  things  is  to   improve the natural  ecosystem 
while increasing social wellbeing and the quality of life of the consumers.  This is to 
assist consumers to understand the problems regarding product consumption, and to 
recognize   that   consumers   can   affect   environmental   pollution   by   altering   their 
consumption choices. Furthermore, green marketing increases consumer awareness 
of   environmental   protection,   and   thus   increases   overall   environmental   benefits 
(Fliegelman, 2010). 
The growing concern for the environment especially in the times of climate change 
has   created   a   demand   for   environmentally   friendly   products.   Consumers   have 
recognized the need to alter their consumption choices due to environmental issues 























environmental   performance.  Parguel   et   al.   (2011),  on   the   other   hand,   define 
greenwashing   as   the   act   of  misleading   consumers   regarding   the   environmental 
attributes   of   the   good   or   the   practices   of   the   company.   Companies   involve   in 
greenwashing   to   enhance   consumer   trust   by   portraying   a  more   environmentally 
friendly image than what is accurate (Laufer, 2003); it is a way of advertising in which 
the green marketing  is deceptive (Martínez et  al.  2019). Modifying the production 
more   sustainable   can   be   slow   and   expensive,   leaving   greenwashing   an   easily 
accessible  solution   to  gain   the  attention  of  green  consumers   (Chen  and  Chang, 
2013).
To  establish   transparent  and   trustworthy  marketing  practices,   just  claiming   to  be 
environmentally   friendly   is   not   enough;   sufficient   evidence   and   facts   must   be 
revealed  for   the   consumer   to   be   able   to  make   an   informed   purchase   decision 
(Hoedman 2002).  As  Pagotto   (2013),   cited   in  Matrínez  et  al.   (2019:  5)  explains, 












The   high   number   of   false   green  marketing   claims   creates   difficulties   for   green 
companies   to   stand   out   in   the  market   as   consumers  worry   about   the   contrast 
between the  image and reality  of green marketed products (Nguyen et  al.  2019). 











This  study  investigates greenwashing   in   the context  of  consumer  behavior;  more 
specifically,   the   study   aims   to   research   the   effects   of   greenwashing   on   green 
consumer confusion, green perceived risk, and green trust. The study examines how 
greenwashing  affects   consumers,  as   the  greenwashing  seeks   to  mold  consumer 
perceptions of   the company or product.  Greenwashing can be described  through 
intrinsic  and communicative characteristics;   the company distances  itself   from the 
truth  by using communication   to  deceive and confuse  the consumer  (Jong et  al. 
2018).













affecting buying  intention.    Nature-evoking elements   in  marketing positively  affect 
consumer’s perception of the brand image (Parguel et al, 2015), thus suggesting that 




consumers   by   integrating   green   cues   to   the   marketing   messages.   Therefore, 







of   greenwashing   exists,   which   leads   to   suspicion   towards   green   claims.   As 
consumers   perceive   greenwashing,   they   begin   to   question   the   reliability   of   the 
marketing   claims   and   become   suspicious   and   confused,   since   they   cannot   tell 
whether or not  the claim  is  true.  Negative perceptions about greenwashing might 
impair consumers’ attitudes towards a company that communicates green marketing 
claims  (Peattie  et  al.  2009).  Nguyen et  al.   (2019)   found  that  skepticism  towards 
environmental marketing claims is negatively related to a consumer’s intention to buy 
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green products.  Without  confidence   in   the  allegations,  consumers   fail   to  make a 
purchase decision (Chen and Chang, 2013). Lyon and Maxwell (2011) discovered 
that  many   consumers   view  green   claims   as  marketing   strategies,   and   therefore 
would not trust all of them. 
Consumer  confusion  means   the   inability   to   form a  coherent   interpretation  of   the 
attributes of the product during the information processing procedure (Turnbull et al. 
2000). Confusion arises when the consumer is restricted from the ability to correctly 
process   information,   according   to   Chen   &   Chang   (2013).   This   might   arise   in 
situations  where   the   consumer   is   attempting   to   comprehend   a   large   amount   of 
information,   leading   to   an   information   overload   (Mitchell   et   al,   2005)   The  more 
information the consumer is attempting to comprehend, the larger the possibility to 
experience   information   overload   is   (Mitchell   et   al.,   2005).   Langer   et   al.   (2008) 
continue   the   discussion   by   stating   that   information   overload   caused   too  much 
information   simultaneously   could   lead   to   consumer   confusion.   Too   similar,   too 
complex, too ambiguous and too much information about a product or service can 







unclear   information,  which  can  lead   to  consumer  confusion   (Mitchell,  1999).  The 
confusion caused by the similarity of products arises when the available products 
have   such   similar   attributes   that   the   consumer   is   incapable   to   comprehend   the 
difference between them (Mitchell, 1999). Over choice of products arises when there 
is   too   much   relevant   information   available   to   assimilate   (Mitchell,   1999).   The 
saturated green segment might be a trigger for consumer confusion as many similar 
products claiming green attributes might lead to information overload and consumer 
confusion,  as   the  consumer  cannot  process   the   reliability  and  differences  of   the 
products and their green attributes. As consumers are targeted by green claims from 
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multiple companies due to the popularity of  the green trend,  it  can be difficult   for 
consumers to assimilate all the relevant information. 
Chen & Chang (2013, 491) define green consumer confusion as ‘‘consumer failure to 


















of   the   possible   consequences   of   wrong   decisions.  If   the   consequences   of   the 
purchase are uncertain, the consumer is encountering a risk when purchasing a good 








is   perceived   too   high,   the   consumer   will   not   purchase   the   good   because   the 
perception of negative consequences is too evident (Peter and Ryan, 1996). 
However,   financial   risk   is  not   the  only   type of   risk   the  consumer  is  engaging   in. 





purchase,  buy   the  good and accept   the  unresolved  risk.”  Therefore,  as  Martínez 
(2019) argues, perceived risk can have a negative relationship with perceived benefit 
and customer satisfaction. The author continues the argument by stating that as the 
expected   condition   of   purchase   is   assumed   to   be   trust   towards   the   product, 
greenwashing   would   have   a   negative   influence   on   the   consumer’s   trust   when 
perceived. This is because when the consumer is aware of the greenwashing, the 
perceived risk regarding the purchase increases. 
Chen and Chang  (2012:  506)  define  green perceived   risk  as  “the expectation  of 
negative   environmental   consequences   associated   with   purchase   behavior’’.   The 
consumer   acknowledges   the   possibility   that   the   purchase   has   a   negative 
environmental impact. Therefore, when making a purchase decision, the consumer is 
engaging in a risk that the product might not satisfy their green needs. The higher the 
risk   is,   the  more  uncertain   consumer   feels  about  making   the  purchase  decision 
(Chen and Chang, 2013). Thus, the perceived risk would decrease the probability of 
reaching   the  purchase  decision   (Mitchell   1999).  Chaudhuri   (1997)  argues   that  a 
strong   association   between   negative   consumption   emotions   and   risk   perception 
exists. 
The consumers have recognized the need to alter  their  consumption choices and 
become  more  environmentally   friendly,   as   environmental   issues   such  as   climate 
15












market,   as   it   can   deteriorate   the   trust   of   the   consumers   towards   sustainability 
initiatives.  Horiuchi and Schuchard (2009), cited in Chen and Chang (2013) argue 












Trust   is   the   willingness   to   accept   the   vulnerability   resulting   from   the   positive 
expectations   regarding   the   behavior   of   the   other   party   (Rousseau   et   al.   1998). 
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Further, when a person trusts another party, they believe the other party based on 
the   expectation   that   they   are   reliable,   benevolent   and   able   to   act   trustworthy 
(Ganesan, 1994).




company.  As  Horiuchi  and  Schuchard   (2009),   cited   in  Chen  and  Chang   (2013), 
argue,   if   the   majority   of   the   companies   made   sufficient   green   initiatives   and 




deteriorates   the  green   trust   towards   the  companies  communicating  green  claims 
(Kalafatis and Pollard, 1999). As the main objective of green marketing is to acquire 
and maintain   trusting customers  (Lewandowska et  al.,  2017),   the deterioration  of 
trust   might   be   detrimental   for   companies   communicating   green   initiatives. 
Furthermore,  Cherry  and  Sneirson   (2011)  argue   that  consumers  are  unwilling   to 
establish   long-term   trust   relationships   with   companies   that   greenwash   their 
consumers. In this context, the study proposes the following hypothesis: 








with  uncertainty,   anxiety,  puzzle,  and   indecision   (Mitchell   et   al.  2005).  Thus,   the 
17
negative   emotions   caused   by   consumer   confusion   are   making   the   successful 
purchase decision less likely and negatively affecting the trust in the company.
Singh   and   Sirdeshmukh   (2000)   argue   that   consumer   confusion   aroused   by 
misleading   and   ambiguous   advertisements   would   deteriorate   the   trust   of   the 
consumer and raise their suspicion. Adversely, reducing consumer confusion would 
increase   consumer   trust   according   to   Walsh   et   al.   (2007).   As   the   consumer 
understands   the   marketing   messages   and   can   decide   that   they   are   true   and 
trustworthy, the consumer is more willing to trust the provider. Consumers are usually 













As  Peter   and  Ryan   (1996)   state,   the  perceived   risk  would   negatively   affect   the 
consumer’s  purchase  process as  the consumer   recognizes  the  possible  negative 
consequences of the purchase. Consumers are prone to minimize the risk associated 
with   the   purchase   rather   than  maximize   the   expected   outcome   (Mitchell   1999). 
Therefore,  minimizing   the   risk   of   the   purchase   is   even  more   important   for   the 
consumer   than  an  excellent  expected  outcome.  According   to  Wood  and  Scheer 











that   companies   could   increase   customers’   trust   by   decreasing   perceived   risk 
(Warrington et al. 2000; Chang and Chen 2008). 

















RO1:   Investigating   the   impact   of   greenwashing   on   green   trust,   green 
consumer confusion and green risk.















behavior.   Based   on   the   literature   on   greenwashing,   green   consumer   confusion, 
green perceived risk, and green trust, five hypotheses were drawn to examine the 
potential effects of greenwashing on consumer behavior:
Hypothesis  1  (H1):  Greenwashing   is  positively  associated  with  green  consumer 
confusion.
Hypothesis 2 (H2): Greenwashing is positively associated with green perceived risk.





This   thesis  examines  a  consumer-level  sample   to  verify   the  hypotheses  and  the 
framework.   The   research   object   of   this   study   is   Finnish   consumers   who   have 
purchase   experience   on   green  marketed   products.   To   examine   the   relationship 




The   survey   was   conducted   online   using   Webropol.   A   pretest   on   10   Finnish 
participants was conducted to test the clarity of the survey, and no changes were 











benefits.   To   examine   the   relationships   between   greenwashing,   green   consumer 
confusion, green perceived risk, and green trust, measures were conducted using the 






green product.  To gain a view of  the participants’  environmental  awareness,  they 
were   asked   whether   they   identify   as   environmentally   aware.   This   enables   the 






































































































































































































































































































































Graph 2: Age Distribution
As described in previous sections, the participants were asked to identify the green 
products that they had purchased. Graph 3 presents both the categories of green 
products   and   the   answers  of   the   participants.   The  most   often   purchased   green 
products  were   from  the  categories   “Organic/  Fairtrade  Chocolate/  Coffee/  Fruits/ 
Vegetables”   purchased  by  86,02%  of   the  participants   and   “Products  made   from 
recycled  materials”   purchased   by   84,95%   of   the   participants.   Only   3,23%   had 







Graph 3: Purchased Green Products
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al.   1998).  The   greenwashing   scale   consisted   of   5   items   (α  =.882),   the   green 
consumer confusion scale consisted of 6 items (α =.803), the green perceived risk 
scale consisted of 4 items (α =.748), and the green trust scale consisted of 5 items (α 












point  Likert   type scale  is  the answer 4 (Neutral).  By examining the means of  the 
scales,   it   is   clear   that   all   scales   have   a  median   of   over   4,   which  means   that 
participants perceive greenwashing, green confusion, green risk, and green trust and 
generally  agree  with   the  presented claims.  From  the Pearson  correlations  of   the 
scales,  we can see that greenwashing and green consumer confusion and green 


























D) Green Trust 4.587 .987 -.596 (H3) -.434 (H4) -.408 (H5)
Each of  the five hypotheses was measured using linear regression analysis.  This 
study uses an alpha level of .05 for all statistical tests to determine the significance of 
the   relationship.  Linear   regression  was  used   to   test   if  greenwashing  significantly 
predicted participant’s green consumer confusion (H1). The results of the regression 
indicated   that   greenwashing   explained   30.3%   of   the   green   consumer   confusion 
(R2=.303, F (1, 91) =39.530, p< .001). Greenwashing significantly predicted green 
consumer confusion (= .488, t (91) = 6.287, p<.001). 




Greenwashing significantly  predicted green  trust  (H3) with a negative relationship 





a   significant   variance   in   green   consumer   confusion   scores   (R2=   .188,   F   (1,91) 
=21.123, p<.001)
Green perceived risk significantly predicted green trust (= -.379, t  (91) = -4.266, 
p<.001).   Green   perceived   risk   predicted   a   significant   variance   in   green   trust 
(R2= .167, F (1,91) = 18.202, p<.001).
Therefore, H1, H2, H3, H4, and H5 are all supported in this study. 
Table   5:   (H1):  Greenwashing  is   positively   associated   with green  consumer 
confusion.
Table 6: (H2): Greenwashing is positively associated with green perceived risk.
33
Table 7: (H3): Greenwashing is negatively associated with green trust.
Table  8:   (H4):  Green consumer  confusion  is  negatively  associated  with  green 
trust.
34








H1 + .488 H1 is 
supported
H2 + .559 H2 is 
supported
H3 - -.464 H3 is 
supported
H4 - -.381 H4 is 
supported





the scales of  greenwashing,  green consumer behavior,  green perceived risk,  and 
green trust. 80.2% of the participants viewed themselves as environmentally aware. 
An   independent   samples   t-test  was  performed  on   the   scales  and  environmental 








The  main   objective   of   this   paper   has   been   to   explore   the   predicted   effects   of 
greenwashing on green consumer confusion, green perceived risk, and green trust. 
The research has been done from a producer’s and a marketer’s viewpoint, since 
encouraging   the   consumption   of   green   products   is   beneficial   for   both   the 




green   consumption  when   the   consumers   do   not   perceive   greenwashing,   green 
confusion, green risk or experience decreased green trust. Five hypotheses aimed to 
find out the relationship between the four scales, and the data-analysis proved the 
expected relationships  significant.  This  section will  provide  further  analysis of   the 
results and discuss the limitations and implementations of this study. 
5.1 Theoretical Contributions
The  first   research  objective  (RO1)  of   this  study was  to   investigate   the   impact  of 







relationship   between   greenwashing   and   green   trust.   This   means   that   when 
consumers   experience   green   consumer   confusion   and   perceived   risk   due   to 
greenwashing, they are likely to have less trust in the product or the provider. The 
findings are   in   line  with   the  previous  research  by  Chen and Chang  (2013),   thus 
further confirming the previous results and making the theoretical framework more 
robust. 




The results  indicate  that greenwashing predicts green consumer confusion,  green 
perceived   risk  and  decreased  green   trust  among  Finnish  consumers.  This   study 
extends from the previous study by Chen and Chang (2013) in Taiwan by confirming 











The   third   objective   (RO3)   was   to   investigate   whether   greenwashing   affects 
environmentally   conscious   consumers   differently   than   environmentally   indifferent 
consumers. In this study, there was no difference on the effects of greenwashing in 
the tested constructs. Also, the sample size was too small to explain any variation in 































objective   of   green   marketing   is   to   acquire   and   maintain   trusting   customers 
(Lewandowska et al.,  2017). The results of  this research  indicate  that decreasing 
greenwashing would generate higher green trust, which in turn increases purchase 
probability.  Consumers are unwilling to establish  long-term trust relationships with 
companies   that   greenwash   their   consumers   (Cherry   and   Sneirson   (2011),   thus 
reducing greenwashing would promote customer retention. Consumers who can trust 
the   product,   company,   and   marketing   have   greater   customer   satisfaction   and 
willingness to form long-term customer relationships. 


















5.2.2 Transparent Marketing 
Greenwashing is endangering the whole green segment, as consumers perceive that 






















and   thus  English   is   the  second   language   for   the  participants.  While   the   level  of 




The goal  of   this   research  has  been  to  continue  and add  to   the  previously  done 
research by Chen & Chan (2013) by testing the existing framework on other products 
than the previously  researched  information and electronic products.  The research 
gap   has   been   filled,   but   further   research   is   needed.   The   framework   has   been 
previously   researched   in  Taiwan,  and  now  in  Finland.  While   these  are   two very 
different cultural settings, the framework could be studied in other countries in the 
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